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Marketing Wine to Millennials 
The purpose of this study was to assess Millennials’ habits and preferences for wine as 
they come of age. The findings will help wine marketers identify effective marketing strategies 
for the wine industry.  Marketers realize the importance of courting this demographic as 
previous research indicates age cohorts tend to retain their wine consumption patterns as they 
age (Wilson & Rungie, 2003).  As approximately 76 million people are Millennials in the United 
States, their impact on the growing wine market is quite significant.  Millennials have an annual 
aggregate income of $211 billion, and they spend approximately $172 billion annually.  In 
addition they impact their family’s spending (Thach, 2005). 
Methodology 
This paper focuses on the first and fourth stage of a four-stage study conducted during the 
spring of 2009.  The theoretical framework for this study is based upon the 1996 Role of 
Expectation in Food Selection and Consumption Model by Deliza et. al. Informants completed a 
marketing survey addressing the purchasing habit , taste preferences including which style of 
wines respondents prefer; and product cues they use when making selections.  Informants also 
compared four bottles of wine, two pinot noirs and two Rieslings. The packaging for one of each 
was traditional, the other contemporary.  About forty percent of the 104 informants were male 
and sixty percent were female.  All informants were college educated and the majority (96%) 
were Caucasian.  At the time of this study, the city in which the study was conducted was dry.  
Beer, alcohol, and wine were purchased outside the city limits or at wineries.  
Research Question 1:  Where do the informants prefer to purchase wine, and in what 
quantity do the informants purchase wine?  Table 1 shows the frequency analysis indicated just 
over 53% of the informants prefer purchasing wine at a liquor store.  The next most preferred 
location was wine specialty stores, then grocery stores, and at the winery last.  The mean 
results stated the average number of bottles of wine the informants purchased in a retail setting 
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in an average month is 2.16.  The informants indicated a mean of 3.23 bottles consumed per 
month.  
Table 1:  Frequency of Preferred Purchasing Location 
Site Frequency Percent 
Liquor Store 52 53.1 
Wine Specialty Store 21 21.4 
Grocery Store 13 13.3 
On Site (Winery) 12 12.2 
 
Research Question 2:   What is the preferred wine style of the informants?  Table 2 
displays the results indicating red wine as the favorite styles Millennials. Over 65 percent 
preferred reds and rosés.  
Table 1:  Frequency of Favorite Wine Style 
Wine Type Frequency Percent 
Dry Red 23 23.5 
Sweet Red 23 23.5 
Blush/ Rosé 18 18.4 
Sweet White 17 17.3 
Dry White 8 8.2 
Sparkling 5 5.1 
Dessert 4 4.1 
 
Research Question 3:  What attributes do informants examine when purchasing wines in a 
retail setting (package information, signs in retail stores, or salesperson assistance)?  On a 7-
point Likert scale (1=not at all helpful, 7= very helpful), the most important attribute was the label 
description  Table 3 displays how information sources on the bottle were of high importance. 
Table 3:  Mean Values of Attributes When Purchasing Wine 
Attribute Mean SD 
Helpful wine label descriptions 4.81 1.18 
Easy to use the label descriptions 4.36 1.35 
Reading back labels 4.17 1.94 
Prefer front label over back label 3.99 1.36 
Reading from signs 3.91 1.44 
Talk to salesperson 3.69 1.88 
Reading back labels to choose wine 3.66 1.94 
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 Research Question 4:  When comparing traditional and contemporary packaging, was 
there a preference in packaging?  
 Based on future purchase intention, the more contemporary design was preferred for 
white and the more traditional design was slightly more preferred for the reds.  Informants 
seemed to prefer the simpler front label design for the white wines, and indicated they preferred 
a more traditional packaging design for the reds.  For both types, the preferred packaging 
utilized the back label as the primary source of information.    
Discussion 
 The Millennials in this study preferred red wine reflecting the findings of other studies.  
They tend to consume wine off premise, and are willing to pay more for wine they give as gifts 
than for their own consumption.  They consume approximately three bottles a month.  
Millennials were highly influenced by the description of the wine on the label.  Wine marketers 
seeking this generation should focus on providing an interesting assortment of the red wines.  
Further, the label descriptions should be informative.  Millennials prefer traditional packaging for 
red wine, and contemporary packaging for white.   
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